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This teacher's guide for consumer education, one in a 
sumer resources, provides learning activities/ for 
dents -and Club members. The document emphasizes the 
teenagers as consumers. Based on this philosophy, the 
developed to give teens the training and guidance to 
kills needed to become competent consumers. The document 
to two sections. The f irst' sectioi, the teacher's guide, 
ateaent of purpose, objectives, ideas, suggested' 
d a suggested discussion outline for individual learning 
h,e student materials in the secfond section .provide 
formation and specific learning activities which revolve 

such as advertising, shopping, credit, consumer 
y, and the metric system. (Author/*^) 
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TEENS ARE IMPORTAfiT AS CONSUMERS 
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statement of purpose 

Although teens compose approximately 13% 
of the consuming population their in- 
^fluence greatly exceeds their numbers. ' 
Teens collectively spend millions of 
dollars annually in discretionary 
spending. As members pf families, they 
also influence a major portion of the 
purchases made by their parents.' It 
is, not surpris*ing that they are wooed . 
by business and industry. 

***** 

OBJEtTIVES OF TEENS ARE 
IMPORTANT AS CONSUMERS 

For teens to realize they compose an 
important segment of the consuming 
population. z 

For teens to realize they need training 
and guidance to develop the skill^s 
needed to become competent consumers. 

For teens to realize there .is 'a dis- 
tinction between the information needed 
to make individual purchases and the 
judgments necessary to make wise buy- 
ing decisions,^ and that throughout 
life information gathering will be a 
continuous and necessary process in 
order to exercise the principles of 
good judgment Which were learned. 

* * ^ * * 

IDEAS TO TEACH IN TEENS 
ARE IMPORTANT AS CONSUMERS 

All teen-agers are consumers. 

Teens are inexperienced as consumers 
and have received very little training 



in this impprtant area. » 

4-H consumer education projects can help 
ypung people to become more competent as 
consumers..- 

It is a unique phenoma when tefens who 
are not self supporting form an impor- , 
tartt segment of the consuming popula- 
tion ^nd exert a tremendous infliience 
on the marketing system of agnation. 
This is the result of an affluent eco- 
nomy. \ 

Teens own an impressive e6l lection of 
items rep/esenting many dollars spent. 
Among their possessions tiegns have items 
which they do not use tfj«t collectively 
represent a considerable .ipyestment. 
T^ese purchases frequentty are the result 
-Of impulse b^ing or p6on judpent. 



* * * * * 



suggested resources 

i 



People 



A^k the manager of a teen shop, motor- 
cycle shop, or a bicycle shop to discuss 
his volumfe of sales to teens and "for 
them, and the dollar'value of such sales. 



L4terature~l ' 



The literature suggested below is avail- 
able from the Florida Cooperative Exten- 
sion Service. Request from iour County 
Extension 4-H Coordinator. ) 

TEENS ARE .IMPORTANT AS CONSUMERS 
4-H SI 36.1 M — Member Piece ^. 



TEEN PURCHASES 



* * * 



Florid* Coopewtlve Extension Service • ' 
Institute "o< Footiftnd Atriculturd Science* 
Univenity jglf Florida, GtlnesviUe 



SUGGESTED DISCUSSION OUTLINE 

* 

It's desi rabble fof^ the group, to have 
read the member piece TEENS ARE IMPOR- ^ 
TANT AS CONSUMERS before the discussion. 

Meaning will be added to the discussion 
if the special Interest 4-H members have 
worked on one or more of the activities 
suggested in 4-H SI 36.1 M. 

1. 'Many influences working together 
developed the teen market. These in- 
cluded: 

' - urbanization. The growth of large 
urban areas allows young people to 
come in contact with each other xon- 

' tinuously. 

- new freedoms allowed within fami- 
. lies. 

- increased leisure time and changes 
A in family working patterns. 

- better family incomes. 

- mobility, especially on part of 
, teens. 

- - advertisfng. \ - 

I 

2. Teen-agers have characteristics that 
malce them unique as consumers. , . 

- Th6y have not e'stablished their 
buying patterns. - ' ^ . 
^ They aren't restricted by expendi- 

y' tures necessary for ^livelihood. 

- They are eager for new. experiences. 
Thfey are developing new attitudes 
and skills. 

3. Teens are pacesetters. They want 
the newest, the latest, the extreme and 
untried. Fads appeal to them. 

4. Teens obtain the money they spend 
from many sources including employment*, 
parents and gifts. 

5. Peer approval is one of^ tfie, greatest 
influences on choices made by teens. 

6. Manufacturers and merchants recognize 
that teens are developing shopping skills 
which will serve them in later years. 
They endeavor to gain the teen's loyalty 
for bran'ds and products in an effort to 
win their patronage for years to come. 



7. Teens have a tremer^ous- Impact on 
family spending. • U • ' 

- Certain purchase^ afe made specifi- 
cally for the teen; s4ch things as 
food, clothing, school supplies, den- 
tal and medical bills!. 

- Teens indirectly inffluence other 
purchases such as tne size of home 
needed, the kind of -car purchased, 

* the aijiount of electricity and water 
used, the amount. and kind of insurance 
carried by parents, etc. ^ • 

8. Most teens assume some degree of res- 

, ponsibility for helping with family shop^ 
. ping. 

- 3 of each 4 girls assist. with the " 
family food buying occasionally. 

70% buy gifts for the family members. 

- 10-15% buy some food for the family 
from their income. . - 



***** 



i 



DID YOU KNOW THAT 



. . . teenagers come from higHer-than- 
average families - 28% higher according 
to Federal Government figures? Parents 
of teens are usually at or near /th? peak 
of their eeirning capacity. Additionally 
Uiore mothers with teen-age children are 
in. the labor force than are mothers of 
any other age group. Of course^ the 
s?i4ary of the employed mother adds to 
the family income. 

... a survey by Rand Youth Bureau in 
1968 found America's 28 million* teenagers 
spent twenty billion dollars that yeiar? 
It was found tKat: . 

- g^rls age 16-19 -spent $16.85 per 
week of an income of $19.50. 
/boys 16-19 spent $15*65 per week^ 

' .from an income of $18.35. 

- girls 13-15 spent $4.95 weekly from 
an income of $5.80. 

- boys spent $4.85 weekly from art in- 
come of $5.65. 



0 



. • . about 11/4 million teens are stock- 
holders? Books written especially for 
teen's are available that explain'" details 
pjof the stock market and its operations. 



*****. 

.Pris2ari4 by: 



M*ry.N. Hanljon ' 
Consumer Education 
SpecUllft 



tnuiUBJjrttcljl'TKlrljIxp * 
Home Mantgement and 
Fftmlly Economict Specialist 
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STATEMENT GF PURPOSE 



TEENS AND ADVERTISING 
Special Interest Teaching Guide" 
^ Teen Cof^uMER ^-H Project 



•It's estimated that youth watch 2,500 
commercials on te-levision during one 
year not to mention r^dio, newspaper, 
and magazine advertisements. Youth 
a^rerage 220 minutes in' front of a- tele- 
vision each week. This is more time ' 
than they spend with "their teachers. 
.With so much' exposure to advertising,, 
youth need to understand sales appeals 
in order to choose rationally from the 
many products and services available. 

***** 

OBJECTIVES OF TEENS AUK) ADVERJISING 

For teens to develop an understanding^ 
that much advertising is aimed at the* 
youth audience.. 

Jo teach teens' that advertising is ' 
'neither a)l good or all bad. , . 

To encourage teens to analyze adver- 
tising to determine the sales. appeal 
being used. 

To algrt teens to the language of ad- 
vertising and hQw to determin^bich 
information is reliable, y/ 



IDEAS TO TEACH IN . ^ 

TEENS AND ADVERTISING 

The youth audience is a special tai^t 
audience f-or advertisers because ^of^ 
the desire |of- youth, to tryji|VKthings. 

"Advertising is any form of^public an- 
nouncement intended to dA€ directly or 
indirectly the sal ^, of- products. 

Advertisers j£)ften use emotional appeals. 
. Such adverj;istng does not really inform; 
rather 4 t encourages you to buy. 



Advertising can be used intelligently 
when you understand it and are aWare ' 
of the emotional ^appeals. 



***** 



SUGGESTED RESOURCES 



People ' 



The advertising manager from a radio or 
television station,. newspaper, or adver- 
tising agency would make an excellent 
resource person. Such individuals would 
want to talk about what goes Into deve- 
Jpping an ad or commercial, cost of 
variou? types' of ads, economics of ad- 
vertising, advertising's responsibility 
to the consumer, and job opportunities , 
in this field. . * * 



Places 



the advertising department of a news- 
paper,- radio station^ or television 
station would be very good. An adver- 
tising agency would be excellent, if 
there are any in your community. 



Literature 



TEENS AND ADVERTISING 

4-H 51 .36.?.M — Member Piece 

A LOOK., AT ADVERTISING - 
Florilia Cooperative Extension Service. . 
Request from your County Extpnsibn-4^1 
Coordinator.. (EHE 88) Free . 

Advertisements aimed at teens in maga- 
zines, newspapers, on radio, and TV. 



Audio-Visual Aids 



Both^of the slide sets suggested 'are 
available from the FloridJi Cooperative 
Extension Service. Request 'from your 
County Extension 4-H Coordinator. at 
least 3 weeks in advance. 

6' " - V 



Florida CoopertUvt Exten^on Service 
Institute of Food uid Agrlc^turii Sciei&ces 
University of Florida, Gainesville 
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A LOOK AT ADVERTISING 
Color;., 5-7 minutes,, Explains the deve- 
lopment, objectives and some advantages 
and disadvantages of advert:ising; 

THAT SMILE or * 
YOU BUY' SEX APPEAL? 
Color} .script on cassette tape; 5 min-. 
Presets- an ijitroducticfn of advertising, 
' claims wtth specific infomiatton about 
the advertising of two grooming^ pro- 
ducts: toothpastes and .mouthv/asnes'. 

*★.*** 

' SUGGESTED DISCUSSION OUTLINE. * 

IV s advisable for the grbup to, haye 
read the information in the member piece 
of TEENS AND ADVERTISING before the dis- 
cussion, (4-H SI 36.2. M) 

More meaning would be added to the dis- 
cussion if the members of the. group had 
worked on one or more of the activities 
suggested •in 4-H.SI 36.2 M. 

1* Exposidre to advertising — 

- fiumber/Of ads you can recall 
seeing or heai:ingvtoday.'^^ 

- what you do when commfercials. are 
on TVvOr .radio., ' " 

- what you dp when yqu see ads in 
newspapers, magazines or billboards 
...read them or block them out. , 

- what it takes for advertising to * 
/ get your attention. * 

2. Pros and cons of billboards — 
-'information versus blight to the 
countryside. 

- alternatives to billboards, i.e. 
. a handbook listing all services at 

various exits on int6rstates. 

3. Definition of advertising. Point out 
how advertisfng emphasizes only the 
desirable qualities of a product. 

4. Adv6rtising in magazines — ^ 

- why magazines carry ads. 

- jnagazines that don't* contain ads 

> and reasons. I.e. Consumer Reports. 



5. Benefits and; criticisms of^advet^t^ising, 

6. Advertising appeals — ^ j % 

* tl^ere ar^ 11 appig^ls Listed on the 
member piece.. Have th'te class list 
at least one, ad using eacfi type of* 

, appeal^ , ' * ^ ' 

- have'^^BIch member of the* g'foup de- 
cide which appeal would be most ef-. 
fective' in 'getting them to< buy a 
product. . ^ 

* Favorite' ads atid reasons. 

' Most disliked ads and ^'reasons. 

9« How 1;^ use ads for ^our benefit. • 

10. 'Discuss* the activities ^th^ youth . ' 
have^one r^kted to advertising. 



***** 



DID YOU KNOW^ THAT - : . . ^ , 
... the adverti$ing industry is tryipg 
to, regulate itself?=- There- is now a " 
review board set up to handle jariticisms, 

-suggestions and comments pertaining to 
ajcl forms of advertising. If the youth 
have some opinions abpjut advertising, why 
dqh't you .suggest they write *this board? 
The address is: Executive Director, 
National Advertising Review Board,. 850 

"Third Avenue, New York, NY '1002'2. 

. . . Proctor and Gamble led in adyertis-- 
•ing expenditures for 1972 by spending 
$275,000,000? i 

V .***** - * 

SOME INTERESTING JHOUGHTS* 
According to Erfth Fromm, a noted psy- 
chologist, advertising manipulates the 
general fear. of not being loved. Love, 
in many commercials', seems to be depen- 
dent on a gadget. There's no limit to • 
what the gadget can' do. The "concept of 
a miracle" seems to be preseiht ih many 
commercials. When asked if he thought 
people believed ads^ Dr. Fromm answered, 
"Yes and no.' They know it's nonsense,' 
but they ^ would like to believe it." '-^ 



ERIC 



Prei>trcd yy^y 



M*xy N. Harrison 
Consumer Bdueitlon 
Spedailit 



Ch&ria Burtscht Durham 
•Home Mtntf ement and 
Family Economics f^pcfciaUst 
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^ UMPTEEN VrAYS;TO SHOr 
SpECiAi Interest Teaching Guide 
• . Teen Consumer /roject 



STATEHEHr0F PURPOSE 



The retail store is an integraKpart of 
the American^cononny. It is the impor- 
tant link between consumer and produ- 
cer-- the last step in 4)rDduction and 
the first step in consumption. There 
are many different types of stores, eind 
numerous w4ys t6 sell. .Each has its 
§idvantages and its limitations. 

OBJECTIVES OF UMPTEEN WAYS TO SHOP 

For\eeils^ to learri a-bout. the- various . 
methods of 'retailing. 

For teens to realize tha\: each method 
• of selling and type of retail establfsh- 
ment ha'^e- limitations as well as Sdvan- 
ta^ges.. ' . - 

*For teeris to recognize that the intended 
, purpose of an item usually determines 
where it will be purchased . 

"•****■* ^ 
IDEAS TO TEACH IN UMPTEEn' WAYS TO SHOP 

No singl« store offers all the best. bar- 
gains or buys. - 

By patronizing, a storevyou 'support its 
continued existance. V 

'Independent. retailers who usually oper- 
ate neighborhood type stores are de- 
creasing in number. - ThiS 1^ because ; 
they often find it difficult to com- 
pete with- larger stores on. prices. But 
thfey can offer .more pergonal services ^ 
and an informal atmosphere.* 

Department stores usually' ai^e composed 



of several departments.., often pnder 
different ownership^ but governed by 
a central management. •• ' 

s • . 

Specialty shops specialize in one kind 
of merchandise. Some offer individua- 
lized shopping assistance. , 



Voluntary chains are made up of Inde- 
pendently owned stores which "buy col- 
lectively for -economic advantages. 
Most are operated by -an owner manager 
who meets regulations and standards es 
tablished by the governing' body of th^ 
organization. . 

it * * * it ' 

SUGGESTED RESOURCES 



People 



A panel could be planned using repr^- 
'^entatives from different types 'of ■ 
stores, i.e., department store, discoXinf 
store, mail order, house, volunteer cha'in, 
and independently 'owned^store. Each 
could discuss' the- advantages, of Ms 
type of retailing and some of the llmt-' 
tations. 



Places 



Visit several, different stores such as . 
a discount stor;e, specialty shop, and 
department store.- Compare the availabi- 
lity of sales people, services offered, 
and prices. Have the students list the 
things they I'tke and dislike aboyt each 
place. . / 



Literature 



Umpteen Ways To Shop — 4-H SI 36^.3 M 
Request from your County Exten^on 4-H 
Coordinator." / 
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FlorltJ* Cooperative Exteadori Sftmce 
Initltute of Foo^Mid Agrlculturtl Sciences 
Unlvirtlty of.FloHda, Gainctvnie 



-SUGeESTED. DISCUSS lOff OUTL INE - 

It*s desirable for the group to have 
*Fead tfie mem^6r piece, UMPTEEN WAYS' 
SHOP before the discus's ion. 

Meaning will. be added to the discussion 
if* the special 'Interest 4-H members have 
worked on one or more of the .activities 
suggested in 4-H 51" 36.3 M. ' 

1. The tVpe of reiail outlet u^ed is 
often determined by cirCumstances of 
the consumer, and the purpose of the 
purchase. For example: - ' ; 

'-if money is limitejl^ credit ma^ be 
• Msed. V, • . • ^ 

- if trans portati^bn is x\o% readily 
available, purchai^^s may be made by • 
'mail order or from\a door-to-door • 



salesman. 



- a for^otton item^y be purchased ^ 
from a convenience*^ tore long after 
the-^other stores ar^ .closed. * 

2. New trends are.devefo^ing corfstantly 
.in retailing. Today'f trends include: ° 

- Self Service^ ' \\ ' ' , 

- growth of vending Yrtjtchine?. 

' ^ - greater number of Stores* where 
customers select purchases aad pay 
for them near the exflt. 

- Discourvting.' V ^ 

- development and growth of dis- 
count stores. » \ • . ^ 

- intreasing variety iri\ types of 
discount stores,^ i.e., biutlding 
supplies, clothing, grod^ries, and 

^ . department stores. 

- QrigiiAlly discount stores were 
located in warehouses in ^ow rent 

^ . areas and t)ffered no extrias'such 
as credit, attract^! ve surijourjdings, 
delivery service, etc. Many now 
offer surroundings and services * 
similar to the traditional scores, 
while many* of the traditional 
stores are becoming "discount". 



- Anotlier trend is stores ofouped in 
one ^general location, individually " 
owned but regulated to so;ne degree by 
a central management. 

- shopping centers and shofiping 
malls. 

- leased departments of department 
stores such as the photogr'apf>ic, 
shoe, or sewing machine departments^ 

3. Discuss door-to-doof gelling— • 

- Typds of door-to-door salesmen— 

- the neighbor who earns money as 
a "spare time*^saTesman". 

, - the route man. 
-*the transcient salesman. 

- Special t)roblem of door-to-'door 
• sa?esman->^^ 

' - a person at home is usually not 
in a buying mood, so the salesman ' 
may use high pressure sales methods 
to convince a person tx) buy. 

4. Point. out that prices are usually 
higher from a door-tq-door ialesman be- 
cause of a low volume of sales. # 

*' ^ • 

5;. Discuss how the age yof business es- 
tablishments and their/locations may 
be Indications of their stability and 
reliability. • 

6. .Discuss the special services offered • 
bV some^ stores.. 

- buying on approval. . . * • 
fi^ee delivery. 

or 90 days to pay for* a purchase 
ithout extra costs for credit, 
lay-aways. 

-§^|tisf action, guaranteed or you 
moTiey refunded. j 

Discuss some of the items. that a 
few stores rent to customers l/stead 
of selling --yslothing, tools^ etc. 

8. Discuss the different peaces you ca 
^ buy used mei;^handise and /easons 
9 would want to b6y such Items. 




*** * ^ * 

Prepared byr 



/ 



Mary N. Htrrison 
Consumer Edacftil6xi 



J, 



CbarU Biurisoht Durham 
Home Mahu«ment aijd ^> 
Famil!^ Economlci^ecUljjr 
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MERCHANTS, PRICES, AND PROBLEMS 
Special Interest Teac4hing Guide 
• Teen Consumer Project 



STATEMENT OF PURPdSE ^ 

Through the free enterprise system Amer- 
ica has developed the most productive. • 
! economy the world* has ever seen. This 
'enables American^ tp enjoy the highest 
standard of living of any nation in the 
world. Teens need to develop an under- 
standing of> and an appreciation for 
the American marketitjg system. 

* * * -k.^-k 

OBJECTIVES t)F MERCHAHTS* 
PRICES, AND PROBLEMS 

For teens to develop an understanding 
of andean appreciation for the types 
of servic^es provided by business and 
industry. 

f^or teens to become aware of the com- 
'plexities of xhe marketing system. 

For teens to learn the differences in 
marketing margin and profit, and the 
rtfle of each. 



.* * * * 



IDEAS TO TEACH IN MERCHANTS^ 
PRICES, AND PROBLEMS. ^ * 

In a free enterprise system profit is 
the reward for risks 'involved in invest- 
ing money. ' c- . 

Numerous factors must be Considered when 
determining retail price df merchandise. 

f 

In some states, including Florida, cer- 
tain items cannot be sold below the 
manufacturer's suggested retail price. 

Sales promotions ar§^used to attract 
customers and to motivate them to buy^ 



Most "big companies" are not.Tr^dividually 
owned, mey.are owned by many'^all in- 
vestors whq buy stock and collectively 
own the company. Profits- are shared with 
stock holders. ^ 

i 

***** 

SUGGESTED RESOURCES 
[ \ People I 

I If there is someone who has recently ' 
visitqd retail establishments ajid rpanu- 
facturers overseas, isk him to compare 
JthQ$e with American ones. 

|nvite a store manager to discuss pro- 
b1«ns of retailing including maintain- 
ing good customer relations, pricing j^., 
sales, and service. 

Ajfianager of a compafny which handles the 
atibliance service contracts for several 
r&Milers. Ask him to discuss: why 
thm arrangement has been of mutuaT bene-. 
fixj|to both; service problems; and merits 
of More-owned service departments. 



PlacJes 



Visitia warehouse or central distribution 
center^. Show^how prices' are figured, 
mercharidise marked > records kept and 
comput'(^pzed re-ordering. 

I Literature 



The literature suggested below is avail- 
able ft'om'the Florida Cooperative Exten- 
/ "sion Servi^^e. ^Request from your County 
Extension Coordinator. 

MERCHANT?; IglCES, AND PROBLEMS 
4-H SI 3fe.4 1^ ~ Member Piece 



•10 
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Florida Coopcfativ6 Extensidh Servtcey** 
institute of Food and Agricultural Sciences 
Viniversity of Florida. Gainesville 
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MERCHANTS, PRICES, AND PROBLEMS - 
,EHE 134 ' 
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Audio-Visual Ai<ls I 

The .slide sets suggested are available 
from the Florida Cooperative Extension 
Service." Request from "your County Ex- 
tension 4-H Coordinator at least 3 
weeks in advance. . 

.THE PRICE PUZZLE 

Color; 8-10 minutes; script on either 
cassette or reel tape. IJescribes 
some of the factors involved in deter- 
mining prices. 

REVELATIONS OF THE REGISTER TAPE,,- 
Color; 6-8 minutes; script on cass|jtt6 
tape. Descrioes the interreTatiortSlt^s 
between prices,' wages, and consumption; • 

SUGGESTED DISCUSSION OUTLINE 

'It's advisable for students to have 
read the member pfece Merchants, Prices, 
and Problems (4-ri SI 36.4 M) before the 
discussion. 

More meaning 'will be added to the dis- 
cussion if members have carried out one 
or more of the activities suggested in 
4-H SI 36.4 M. 



1 




2. 



Profits: ; ^ 

- provide the incentive for invest 
merits . 

- ^are rewards -for work done, 

- are source, of funds for research 
develop and improve products^./ 

- are not assiured in free econ9n\y. 
« ^ • 

For com^5air^es**to remain in business:. 

- they must have competent management ♦ 

- they must earn a pr^ofit. 

- they must attract and keep custoroers. 



i^^b 



3. A marketing margin musr-be added to 
the^whoTesale cost of merchandise. Tfris 
margin covers the costs of selling, for 
example, overhead, sales commissions 
salaries, taxes, etc. The higher the ^ 
^isk factor, the wider the margin miist'^ 
' be to guard ag'ainst loss. : - '^j^ 

* * * * 

. * - ' ' Mary N. Hmiwn 

• * Consumer Education 

SpfcitiUt 



4- In some retd41 estab!lishments such 
chain stores and voluntary chains^ r\, • 
tail prices are determined and marked 
, ,at a central distributiorrceater- Ad- 
justments are. sometimes made at the 
jstore level to meet local competition. 
;lndeperl^ently ownjed stores determine 
prices locally. 

5. Some items carry a manufacturer's-^ sug- 
gested retail /price. These items usually 
have a wide marketing margjn. If stores 
sell below t^e manufacturer's, suggested 
price, the consumer usually feels he is' 
getting a liargain. He may or may not be. 
Because o^ "Fair Trades" laws some^mer- 
chandiseTcarinot be sold below the manu- 
facturer's suggested price. 

6. Salfes promotions include such things 
as trading stamps » loss leaders, intro- 
ductory offers, sales, special purchases, 
and '^di scounts • Federal* regul ations 
govern introductory offers, cents off 
and frde gifts. 

7. In a free enterprise system the re- 
tailer attempts to ailticipate t^e wants 

/and. needs of consumers. In government 
pwned economic systems, the government 
attempts to anticipate these and con- 
sumption is encouraged apdldiscouraged 
•from the national leval. nhese usually 
do not have a w|de array o-f\ goods and 
services. 

8. Stores\are/V*esponsible only for their 
stated prjfmises. Statements made by 
salesmen usually are nat binding. Re^ \ 
taileVs often handle guarantees given by 
the manUfatiturer, but the final decisions^ 
and resporisibilities are those of the . 
manufacturer. ^ 

9. All/sales are considered final unl'^ss 
the retailer accepts returned merchan- 
dise./ Statements to "this effect do not 
have to be posted. Merchandise which is 
soljd as first qualijty and which -cou] 
be^ examined can be returned if defe 
when bought, ^or good customer rel 
|Ost stores do accept merchandise n 
;urned within a reasonable time if 

^panied with a sales slip. 



Chtrla Bjurt$chtX>uirham 
Home Manaf oment and 
Family Economics Specialist 
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CASH OR CHARGE? 
Special Interest Teaching Guide 
Teen Consumer ^rH- Project 



STATEMENT OF PURPOSE^' 



We are living in accredit econoiny. 
Credit is promoted"";pxtensively thi^ough 
newspapers, radio, television, direct 
mail and sales clerks" who invariably 
ask, "Will it be cash or charge?" 
Credit is one of the consumer's most 
powerful financial tools. Whether 
it wi^ll help or hinder consumers de- 
pend ot} thetr understanding of credit. 

***** 

OBJECTIIvES OF CASH OR CHARGE ' . 

To help' the, teens know tha.t credit 
costs mone 



For teej 
\ price 
1 perc 



yto learn that credit has t\^o 
35 -Vj finance charge and annual 
rate. 



i Ta'^h^ltleens leairn the advantages as 
welT as the disadvantages of using 
<edit. ! 



* * :iir * * 



IDEAS TO TEACH IN CASH OR CHARGE 

_ • / 
» Credit "costs you nioney..." 

You should know how much credit is ! 
going, to cost before you use it. * . , 

-Credit has two prtce tags ~ finance 
charge and annual percentage rate. 

. Cfedit projfiotions often look very 'ap- 
pealing unt)*l logic fand reason are « 
applied t(^^^|hem. ^ 

Merchants V»nt consuniers to use credit 
• because it develops customer -loyalty ' 
and^lessens ydur sales resistance. 



There, are advantages ' as well^as dis- ' 
advantages to, using credit. y 



***** 



SUGGESTED RESOURCES 



People 



There ar6 several people who could * 
supply additional information or parti- 
cipate in a discussion on ^the' topic 
of credit. They 'incliide ttie manager • 
of a credit bureau, a bank loan offi- 
^ cer, the manager of a retail estab- 
""llshment's credit department, this " 
manager of a small loan company as 
w6n as thO' manager of a credit union.. 



Places \ 



The Qredit department of. a store that 
- oYfers teens credit would ^e a good ^ 
place to visit as well as the loan 
department of a bank, small loan' com- 
.pany or credit union. Of course, a 
• credit ,l?ureau would be excellent too, 
' if such a tour could "be arranged. • 



Literature 



Xhe literature suggested below is 
availablB from the Florida Cooperative. 
Extension ^Service. Request from your 
County Extension 4-H Coordinator^ 

Cash -or Charge? — 4-H SI 36.5 

Types ^ of Credit EHE 115 
' Sources^ of Credit EHE 118 

How Do You Rate Credit-Wise? — E|IE 123 

Can You Afford Credit? - "^E 124- 

Protect. Yourself Agafnst Costly Credit 

~ Card L6^ses EHE ISg 

Consumer Credit: AJoobFor Selling — 
EHP 143 ' . > 

-. Consumer Credft* and The Law '— EHE 142* 
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Floridii Cooperative Extentfon Service • 
Institute of Food end AfHculturai Scicrlbet 
Uni>^ewity of Florid*, Gainesville . 



Audio-Visual AiUs 



^oth of the slide set^ suggested are 
available from the Florida Cooperative 
Extension Service. Request from your 
County Extension 4-H Coordinator at 
least 3 weeks in advance. 

CONSUMER CREDIT 

Color; 5-7 minutes; script on cassette 
tape. Discuss^ the development of 
consumer cr^t. ^ 

THE P.RICE TAGS. ON CREDIT 
Color slides or 81/2" x 11" paper line 
drawings; 4-6 minutes. Discusses the 
two price tags on credit — the annual 
percent-age r|te ^d finance charge. 

UNSEEN costs' OF CREDIT 
'Color slides or 8T/2" x 11" paper line 
drawings'; 7-9 minutes. Explains why 
all creait does not cost the same to 
"rent^ - 

★ ★ ★ ★ !^ 



3; There are seasonal differences" 
* promoting credit. Discuss ^-easons for 
promoting credit for: 

- income taxes. 

- "back-to-schooT".'. 
,- Christmas. 

4. Discuss the logic of credit promo- 
tions seen and heard most often. Have 
the group afralyze the promotions to 

' determine the emotional appeals being 
used. 

5. ^?easons merchants want customers 
to use credit — 

- develops customer loyalty. 

- eliminates^need to always carry 
a lot of casn with you. 

^ lessens customer sales resistance. 

6. When ts credit a good thing? lx\^ 
other words, what are some advantages 
credit offers? 

7. What are some of the disadvantages 
to creidit? 



SUGGESTED DISCUSSION OUTLINE 

It's advisable for the group to have 
read the information in the member 
piece of CASH or CHARGE? before the 
discussion. 
* 

More meaning would be added to the 
discussion if the members of the gr'oup 
had worked on Qne or more of the acti- 
vities suggested in 4-H SI 36.5 M.; 

1. Reasons credit costs money — : 
-.employee time and paper work for 
extending credit. 

- risk. involved for the lender in 
getting his money back; 

-•cost 'to the creditor for the mo- 
ney he uses to'Jend to you. 

- overhead costs of facilities, ' 
equipment, utilities, and salaries. 

2. Two price tags on credit — 

- finance charge . . 

- annual percertjtage rate 



8. Have various m^bers of the group 
make up a rol^ playing skit showing 
an interviev/for credit. One skit 
might have someone interviewing who 
would beji bad credit risk. The other, 
skit coaf^' show someone else who would* 
be a good credit risk. 

9. Have the youth write a sTiort com- . 
position titled "When I Need Credit". 
Havfe them emphasize the facts which 
.should be remembered when they have 

to use credit. 

itf. Have "the q^ss make a display of 
things representing credit: contracts, 

' applications, advertisements, articles 
about credit, etc. ^ < 

n. Discuss the activities the youth 
have done related to this lesson. 

12. Have the youngsters investigate 
some of the Florida's credit laws. - 



Preptced by: 



Mtry K. HatrUon 
Consumer Education 
SpecUlist 
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CburU Btrtscht X>uxbtm * 
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CONSUMER RESPONS.l|TLITY ..FOR TEENS . 
Sfectal Interest Teaching Goide. 
Teen Consumer ^-H Project- 



statement OF PURPOSE 



Teens need to be aware of the many \ 
rights and privileges whi^h they enjoy. 
They should recognize the fact that re- 
sponsibilities are essential to safe-, 
guard their privileges and those of 
other consumers. 

*'**** 

OBJECtV&^ of CONSUMER 
RESPONSIBILITY FOR TEENS 

To help teens realize that with each 
privilege comes responsibility. 

For teens to be able to identify the 
res pons ibilitjes which they are expect- 
ed to assume. 

For teens to recognize the results of 
inconsiderate acts on: 

- themselves 
other consumers 

- the business community ' 

For teens to recognize that when they 
disregard their responsibilities as 
consumers, higher ..prices may result or 
certain privileges may be lost. 

For teens to realize they are consumers 
of public services and that irresponsi- 
ble actions incr^jse taxes and reduce 
available facilities. 

***** 

IDEAS TO VeACH IN CONSUMER 
RESPONSI/felLITY FOR TEENS 

Cbnsum/r responsibilities' and consumer 
privileges are thjB two si,des- of the 
same coin. 



Becoming a responsible:«onsumer is a 
sign of maturity." ■ T 

Some consumer abuses 'sire crimes. Fpr 
example, shoplifting (even just for . 
fUn) is theft and is a crime.. -So is 
the taking of souvenirs without paying 
for them.- ' 

♦ 

Not only do 'stjch abuses result in high- 
er prifces, they can result' in legal 
action against the abusing consumer. 

***** 

SUGGESTED RESOURCES 
If^ple I 

A panel could be planned using repre- 
sentatives from different types of 
store's, an officer frpm the juvenile 
department,, a motel manager, and. the, 
manager of a restaurant or quick fojzra 
service outlet. They could' tell the- a 
types of consumer abuses that occur and 
the results of such actifins. 



j Places I 



Visit the C^rtty Court when a business 
Is sueing a consumer for some abuse. 



Liter^ature" 



The literature suggested below is av«4Jj>^ 
able from the Florida Cooperative Exten- . 
sion Service. Request from your County 
Extension 4-H Coordinator. ' 

♦ CONSUMER RESPONSIBILITIES f OR TEENS 
4-H SI 35.6 M — Memter Piece 

YOUR RESPONSIBILITIES AS/A CONSUMER 
EHE 82- 
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/ Unhrmity of FlorWu. GtlniWilit 



I Audio-Visual Aids I ' 

The slide sets suggested are available 
from the F\grida CooperatTve^Extension 
Service. Request from your County Ex- 
tension 4-H Coordinator at least 3 
weeks in advance. |f| 

YOUR -RESPONSIBILITIES AS A CONSUMER 
Colored slides; 5-7 minutes. Discusses 
consumer abuses and inconsiderate consu- 
mer behavior. 

THE RESPONSIBLE CONSUMER 
Color; 10-12 minutes; script on cassette 
tape^. discusses shoplifting and other 
consumer abuses. , 

ROLE OF CONSUMERS IN PRODUCTION 
AND €CONOMIC STABILITY* 
Colored slides; lD-15 minutes. Discuss- 
es how consumer purchases and buying 
patterns affect the products available. 



***** 



SUGGESTED DISCUSSION OUTLINE 

It's advrsable fqr the group to have 
read the nwnber piece of CONSUMER RE- 
SPONSIBILITJIES FOR TEENS before the dis- 
cussiof 

More meaning would be added to the dis- 
cussion i-^the members of the group 
had v/orked on one o.r more of the acti- 
vities suggested in 4-H SI 36.6 M. 

1. In a free -enterprise system consumers 
have the right to: 

- be informed: to have available to 
them information perte^ing to pro- 
ducts and services of^red for saTe. 

- choose: to be allowed to select 
from a vast array of goods and ser- 
vices those which they have both the 

^ desire and resources to buy. 

- safety: to be sure products on 
the market are safe to use, and if 
not completely saferHhe consumer * 
has the right<to be told this fact 
before he is harmed* 

'^-^ be h^ard: the right to recourse, 
to register his grievances and to* 



* * * * 

Prtptreo 



have them heard. * 

2. In a free "enterprise system consumers 
also have the responsibility to: 

. - obtain* information about products 
and services before majcing a purchase 
and to use the infonpStion provided 
on labels and in instructions to 
'ensure that the purxhase is used in 
a reasonable manner and for the pur- 
pose intended. 

-.compare various products, consid- 
ering cost, intended use, and the 
effect of such purchases on the eco- 
nomy. Each teen has the responsibi- 
lity to be sure he buys only from 
legitimate sources. Buying from an 
unethical merchant rewards deception. 
Buying stolen merchandise' rewards 
* crime and eridangers the consumer's 
investment. 

- use the product in such a way that 
it does not endanger either the pur- 
chaser or anyona else. f;or example, 
if a teen \yere to buy a chem*istry • * 
set, 'he has -the responsibility to 
follow instructions, to use it with 
special care so, that he wilT^not 
injure himself or anyone else nor 
damage property. 

- be fair and honest in all business 
dealings; to respect and handle care- 
fully other people's property, inclu- 
ding that which belongs to businesses 
and to the public. 

3. The ability to assume /responsibility 
is an evidence of. maturity. A person 
with mature judgement considers the 
results of specific actions. Periiaps 
the 4-H*ers might discuss what would be 
the actions of a responsible consumer, 
if he or she: 

- found a shopping cart at the bot- 
tom of a hill near a»store. 

- found a coke machine open, where 
the bottles were within easy reach,* 
at a^gas station that w^s closed. 

- discovered the sales, clerk under- 
charged hin] for a purchase. . 

- saw someone shoplifting. 

- saw a friend throw a brick through 
the window c^f a store after it had 
closed. ' 

/• • 
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Mary N. Htrrison 
Cormimer Education 
SpecSalift 
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THE METRIC SYSTEM^ ' ' 
Special Interest Teaching Guide 
Teen Consumer ^-H Project 



4-fl SI 36.7 L 



Within the next decade there is a good 
possibility Americans will be buying 
milk by the liter, figuring distances 
in kitometers.and measuring their 
weight in kilograms. The change from, 
the English to the Metric system of 
measurement will be easier for those 
with an understanding and knowledge of 
this system of weights and measures. 

****** 

OBJECTIVES OF THE METRIC SYSTEM 

For teens* to te aware of the benefits 
o.f the mkric system. ' ' 

To prepare teens for the problems that 
will be encountered during the period 
of conversion. 

To encourage teens to become knowledge- 
able about the metric system and how 
it works. 

***** 
IDEAS TO TEACH IN THE- METRIC SYSTEM 

The metric system is easier and sim- 
pler to use since all measurements are 
figured as either multiples or frac- 
tions of 10. 

The Onited States i$ the only indus- 
trial nation not using the matric . 
system of measurement. 

The United States will suff^heavily 
in the world marketplace if^ don t 
change to. the system of measurement 
alread/rtdopted by all the other' in- 
dustrial nations. 

*****- 



ON THE LIGHTER SIDE ... 

The effect of conversion to the metric 
system is going to be widespread. 
On the humorous side, the change is 
going to give some strange twists -to 
many of our familiar old sayings. -Use 
the sayings below for a clever inter- 
' est approach. 

"2&.4 grams of prevention 1s worth 
453.6 grams of cure." 

"Give him 2.5 centimeters and he'll 
take 1.6 kilometers." 

"I woulda't touch that with a 3-meter 
pole." 

"The- Texan was wearing, a 38-liter hat." 

"There was a crooked mn» and he went 
a crooked 1.6 kilometers." 

' ***** 
SUGGESTED DISCUSSION OUTLINE 

It's advisable for the group to have 
read the ihformation in the member 
piece of THE METRIC SYSTEM. before " 
the discussion. {4-H SI 36.7' M) 

More meaning would be added to the 
discussion if the members ^of the group 
had worked on one or more of the acti- 
vities suggested in 4-H SI 36.7 M. 

1. Beneffts of converting to the tnetri.c 

.--system ~ » . , • i 

V - It would help to e^Tpand America s 
world markets.' Our Woducts are 
increasingly at a disadvantage in 
the world marketplace because they 
require tools and parts .based on 
the English system In countries 
IQ where the metric system 1s standard. 



( 



Florid* Cooperttfve Extension Service 
UnKersity of Floridv§»in««^« 



/ 



- Changing to the metric system 
would make it easier to import and 
export manufacturing equipment and 
partially assembled products. 

- Conversion would save untold man 
hours since the metric: system is far 
easier to work with and there would 
be no need to continue doing Iwlctik 
lations for two systems. For ejCain-^ 
pie, it's estimated the aerospace 
industry alone would save $65 million 
a year in engineers' time. - 

- Comparison shopping would be easier 
for the consumer since the metric 
system, is built on units of 10. 

- Repairs on imported products would 
be si/nplifjed. 

- The conversion period could be a . 
time for improvements in labeling and 
packaging of products. 

- Visiting or Hying in. a foreign 
co/jntry would not be so confusing to 
Americans. 

2. Problems involved, in converting to 
the/ metric \system ~ 

- Many tools and machines ,in industry 
^would have to be mpdified or scraped. 

- Dual inventoriey^of parts would 
have to be maintained during the 

f., transition period. ^ 



- Cosumers would have to buy new 
measuring devices. 

- Cookbooks and pattern measure-^ 
ments would have to be rewritten. 

- Resistance to change would be a 
problej). 

- Since' some measurements would be 
f changed, replacing some buiU-in 

items 'might be a problem. 

3. Conversion is estimated to take 
about 10 years. 

4. Discuss ways to teach people about 
the metric system; Have the youth tell 
how they would help their parents and 
others adjust to the metric system* 

-5. Discuss the terms of the metric 
system. Have the youth practice using 
the terms. 

6. Give the youth some weights, lengths, 
and volumes to convert.. 

7. Di^^ss Centigrade versus Fahrenheit 
metfiods of measuring temperature. 

8. Discuss thje activities the youth 
have done related to the metric system. 



JEST YOUR WEIGHTS AND MEASURES I.Q. 



The followng two tests are designed to do away with any doubts anyone may have 
regarding 'the virtues of the metric system. ) 



' ^ ENGLISH :SVSTEM 

/ 

]♦ The jar conta/ns 5 ounces of honey, 
is that it's weight or volume? 

2. The lot is square and one acre in. 
size^^ How many feet of wire is needed 
to ffe'iice it? 

3. The window iSL 52 inches wide. The 
fabric is a yard wide. How rrtuch inore 
fabric is heeded for it to be as wide 
a|^^the window? 

4. The temperature is 5°F above freez- 
ing. What Is the termperature?" . 

5. It costs 28* for 71/2 ounces. How 
much would a pound cost? 

6* Is 16 ounces one pound or two cups? 



* * * * ^ 

Prepared by; 



CbAtii Btrtteht Dutbim 
Home MaQ4f tment tod * 
Pamilr Economics SpecUlltt 
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METRIC SYSTEM 

1. The J^r contained 1 deciliter o^ 
honey. . I^ that it's weight or vol\jme? 

2. The lot is* square and 2 dekameters 
in length. How many meters of ^ire ^ 
is needed to fence it? 

3. The window is 15 decimeters wide. 
The fabric is a meter wide. How much 
more fabric is needed for it to be as 
wide as the •window? * 

4. The temperature is S'^C above freezing, 
What ir the temperature? 

5. It costs 28(J for two hectograms. 
How^^much would a kilogram cost? 



Mury Huriton 
Cooiuzner EducAtion 
SpecUlltt _ ' 
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SHOPPING SKILLS 
Special Interest Teaching Guide 
Teen Consumer ^-H Project 



STATE^ENT OF PURPOSE 



The youth that graduate from "high 
school today can expect to earn over 
$370,000 during their lifetime. 
Spending thi^ much money involves 
making many shopping choices. Youth 
need to develop. good shopping skills 
if they are to get more of the things 
they want with their money. 

★ ★ ★ ★ ★ 

OBJECTIVES OF SHOPPING SKILL§;" 

For teens to realize that even though 
the development of good shQ|>p1hg 
skills takes time'^ now is the time to 
begin learning these skills. , 

To help teens "understand that good 
shopping skills enable. you to get more 
.of the Ihings you want with the money 
^you have. 

To help teens learn some of the basic 
shopping skills. 

To alert teens to some of the shopping 
habits to avoid. 

★ * ★ * * 

IDEAS TO TEACH, IN SHOPPING SKILLS 

Improved shopping skills can be as 
effective as ah increased^jncome. 

Reliable information Ks necessary for 
one to be a competent- consumer. 

Our wants are unlimited, but our money 
fsr limited. Thus, choices must be 
made since we can't have everything vye 
want. ' " \ 



SUGGESTED RESOURCES 



People I 



\ 



A representative of a Better Business 
Bureau would be a good resource per- 
son. This individual could relate 
how the BBB operates and how. they 
can assist individuals. This resource 
person might like to relate incidents 
^ where individuals have *een the victim 
of their own^ poor shopping skills. 

If your comnunity has an action line 
type of newspaper column, one of the 
staff members who works on,, the cases 
wotjld make. a good resource 'pferson. 
They could discuss the types of pro- 
blems handled and why these situations 
occur. 



Literature! 



The literature suggested below is 
available from the Florida Cooperative 
Extension Service. Request fV'om'your 
County Extension 4-H Coordinator. 



SHOPPING SKILLS 
4-H SI 36.8 M - 



member piece. . Free., 



SHOPPING TO GFT THE MOST FROM YOUR MONEY 
EHE 90. Free. , v 

SMART SHOPPING 
EHE 144. Pree. ^ - 
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j Audio-Visual Aids] 

SHOPPING SINS (Youth Aud;i^nce) 

Florida Cooperative Extension Service. 

Request from your County Extension 4-H 

Coordinator at. least 3 weeks in advance. 

Color; script on cassette tape; 5 min. 

Discusses ways consumers waste money 

when shopping. - . 

***** y 
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FloHda Cooperative Extension Service 
Institute of Food jmd Atriculteina Sciences 
University of Florida, GainesviUe 



SUGGESTED DISCUSSION OUTLINE 

It*s adviseable for the group to have 
read *the information in the member 
piece of SHOPPING SKILLS before the 
discussion.-" (4-H SI 36.8 f^) 

More meaning would be added to the' 
discussion if the members of the group 
had worked on one or more of the acti- 
vities suggested in 4-H SI 36.8 M. 

1 . .Stress the importance of good shop- 
ping skills ~ 

- our wants are unlimited* 

- our money is limited. 

- thus, we can't have everything. 

- but good shopping skills can help 
us get the most with the money we 
have. . 

2. Discuss good shopping skllU 
youngsters will want to start devel- 
oping. 

- deal only with reliable business- • 
men. 

- learn all you can about the item 
youVe buying. 

- check guarantees and warranties. 
. -* comparison shop to find the best 

buy* 

- read and understand contracts 
before signing. 

- consider time, energy, and money 
required to shop carefully. 

3. - Discuss the shopping habits that 
should be avoided. It's suggested 
that you use the slides and cassette 
tape titled SHOPPING SINS at this 
point. ' , . ' ^.^^ 

- avoid "spurchasing". 

. '^dn'tbe anj'in-outer". 

- avoid "empty spending". • 

- avoid "double buying". 

- avbid paying more than you have 
to for a purchase. . 

- avoid the "something-for-noj:hing" 
gimmicks. 

- avoid "snob appeal" buying.* 



4. L'ist the types, of sales commonly ' 
held in your community, i*e., inven- 
tory, clearance, promotional. Ask the 
youth to tell about their experiences 
when -buying items on sale. You might 
have two panels of ^ youth to discuss 
the advantages and disadvantages of 
buying on sale'. Below are some points 
to consider when ^uytng at a sa^e. 

- Why is the item not selling at 
the regular price? 

- Will the iterfi soon be out-of 
date or style? 

• Has the price really been reduced? 

- Is the sale price lower-than the 
regular price at another store? 

5. Discuss reasons why each consumer 
needs to develcJ^ gooU shopping ski 11 s* 

^ 6. 'Being able to. apply what is learned 
is most important. Below is a situa- 
tion that will allow the youngsters ' 

, to apply things from this lesson a$ 
well as other lessons. 

** A new family has just moved^into , 
the neighborhood. T^iey are from a- 
nother country and are not;, used td: - 
advertising or having so many makes, , 
models, and colors to choose from. 
They need to buy many things for their 
home,. For each o'f the products, and * 
services listed below, have the young- 
sters in the class discuss how they 
woulti advise'' the family so^that they 
will get ihe mq|sjt for the0 money. . 
(There* may be other products and ser- 
vices you'd like to add to the list-) 

- bi8ycle for teen-age son 
-week's supply of groceries . - 

- color television - 

-'repairs on the roof of th6 house 

- car that will have ^ be put^chased 
on credit. 

7*. Discuss ttie activities the youth have 
done related to shopping skills. 



Mary N. Harrison 
Consumtr Edueatioii 
. SptcialUt- - - 
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4-H Sr'36.rM 



Consumers 




■ • • TEENS ARE IMPORTANT AS CONSUMERS . •■ 

Consumers are people who. spend money to buy goods and services produced by some- 
one else. Teens represent an important segment of the consuming population. In' 
fact, teens are such important consumers that manufacturers and cetailers spend 
much money on market research trying to learn which kinds of things-yoU will buy. 



HAVE TEENS ALWAYS BEEN 
IMPORTANT AS CONSUMERS? 

As consumers teens were unimportant un^ 
til about 30 year? ago^. Pribr to this 
time they had little or no money to* 
spend. Although many children did work, 
their earnings were small and were ap- 
plied toward essentials such as food ■ 
and clothing* 

Today, approximately 20% of the U.S. 
population are teenagers. Yet they ex- , 
ert considerably more .influence than 
their numbers^indicate. Today's teen 
dulture is the result of an affluent 
sqciety— one which has a large leisure 
class of yo.ung people who are of work- 
ing age, yet who are not employed. Most 
of these young people are still in . 
sthopV. If th6y do work, it is on a 
part-time basis. .They^lso get money 
.from their families. and are free to 
spend their ipcmey as they choose. ^ . 



lERLC 



ARE MERCHANTS REALLY INTERESTED 
IN TEENS AS COf^SUMERS? 

Even the casual observer xan quickly 
see that businesses are very inter- 
ested in the teen consumer. For 
example, think about the: ^ 

♦ * 

* many commercials designed to reach 
children and teenacwrs. * * 

* teen a^Dartments in, stores, 

'* teen boards in department stores. 

* influence of *teens on music, d?in- 
cing, styles and language. ^ 

Teens are importajjt. Collectively they 
speno millions of dollars tach year. 
Most of this money is spent for non- 
, essentials. Millions more are spent*^ 
on them by<their parents for both es- 
sentials and non-essentials. 



tiOW DID THE* TEEN MARKH DEVELOP? 



Many 'interrelated factors helped to produce^^he development of the teen market. 
A few such factors are listed below. 



* Teens have more money to spend than 
ever before. 

Most teens earn . some tnoney^ which 
•*tHey spend for ''wants". \ . 
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Teens* aire jencouraged to buy. 
Teens have the freedojir to* visit stores 
and to shop without parental approval 
and/or supervision. 



rtoricU Coop«riUvf EsUn«looi^S«n'ic# 
lfM«UMt« Of rood «M XffrmilUinil Ummc^M 



Most teens go shopping with friends, 
not parents. \ 
Teens have transportation to stores 
and places where merchandise is sold. 
Teens are pace setters; Today teens 



no longer imitate their parents or other 
adults. Instead, adults seem imi- 
tate young people in some wa ys. 
Most teens are impulse spenders. They 
lack skills as consumers. 



WHY DO TEENS BUY? 



Teens have difficulty distinguishing 
between jeal needs and imaginary ones 
or "wants". Some of the emotipns that 
motivate teen spending include: 
* Self-inter6st or a desire' for self- 
fjLrtfinment. * They buy becaiise: 

* erf the desire for peer approval , 
a friend has one. «it 

* the item gives a feeling of impor- 
tance. ^ • 

* a desire to attract the opposite 
sex. 



Mbst teens assume son^e responsibility for 
family chores. Due tp certain family cir 
'^instances, teens often do some of the 
family purchasing. For example: 

* about 40% of today's young people ^ 
have mothers who are employed outside 
the. home. 

* about 90% of today's, teens mak^ some 
purchases for their family. > 

* about 10-15^S,buy gifts for the fami 
ly from their earnings. 



WHAT KINDS OF THINGS DO TEENS BUY? 



Studies indicate Jeens spend most of 
their money fpr entertainment, trans- 
portatix)n expenses, clothing, snacks, 
grooming supplies, personal care items, 
ind hobby* supplies. 



Teen-s own a wide variety of things. /Most 
own records and a record -player, rji'dio, % 
camera, watch and bicycle. Other/commor^ 
ppssessions «re televisions, tap4 recor-/ 
der^, electric razors and typewriters.' 



THINGS'' TO DO 



1' 



You can select 3 of the 5 following activities^ to do. Write your answers on a 
separate sheet of paper and attach to this. page. These activities"' will help you. 
lea'rn more about this lesson. If you would like, you can do all the activities. 



1. Conduct a survey of your class. Make 
a list of i\ems comnonly owned^by teens 
in your area. Learn what percentage of 
your class have these possessions. 

Z. Keep a record of jalLyour purchases 
for one w^ek. " Indicate which were made 
for your^Jenefit and whichc,to assist the 
family. ^ 
# 

3. Find out how many teens are in your 
school. Multi1)1y this number by the a- 
mount of money that you spend in one 
week. Do you think this amount of mohey 
would, be of tnti^^est to .the merchants? 



4.. Talk with one of your parents or 
grandparents and find out what kind 
purchases they made when they were yc 
age. Also learn how young people ofi 
that time obtained their spending moliey. 
Compare their experiences with your^^ilnd 
write a short sumraary. 

5 'J: Interview a merchant who caters to 
the teenage clientele.^ Ask him to tell 
how his store attracts teenage customers. 
You may Wish to write an article on 
the interview for your school newspaper. 
If you don't write a news article, write 
a short sumnary of what you learned. ' 



***** 

Prepared b> 
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TEENS AND ADVERTISING 



Advertising is much like nature.; It's 
everywhere. Ads are seen along highways 
and byways on bill bioards, trucks, and 
buses Ev.en the 'brand name on a car is 
a form of advertising. Ads are on hang- 
tags, labels, store windows apd shopping 
bags. Sometimes plan^ carry streamers 
advertising a partipdiar product. „ 

' The mail carried brings 1,500 pieces ^f . 
direct mail ajivertising to the average 

A family ever^year. Magazines and news- 

\ gapers ar^^filled with ads. And, of* 

I course; ^/rom the moment, you^ turn orj- the 

^ r^dio yti the morning until the TV, is 

; shut..dff after the late show, you are 

. ' told" to buy, tjuy, buy! • , 



In fact, if youVe typical, it's esti- 
mated that you're exposed to 1,600 ads 
every day! Thajt dpesn't mean you notice 
alV.these advertisements. Consumers 
build up an immunity to ads and often 
don't notice them at all. the average 
consumer is conscious of seeing or hear- 
ing, only 75 to 80 ads, of which only 
about a dozen make a real impression. 

As a teen-ager, you belong to a special 
youth aVdi^nce. This is the audience 
many ad. men aim at because of your de- 
sire to try new things. Since you're 
£he focus of so muc.h advertising, you 
need to understand a little about the 
subject, , . . 



WHAT IS ADVERTISING?, 



Some people will tell you advertising is' 
offensive or annoying. Others will s^iy 
it's informative and even enjoyable and 
entertaining. However, advertising is 
.best defined as the action of calling 



something to the attention of the pub- 
lic by paid announce^nts.* ^ Further, 
advertising emphasi^^s only the desir- 
able' qualities of a product in an attempt 
to make you want to buy it. • 



WHAT DOES ADVERTISING DO FOR THE CONSUMER? 



If - 
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t Benefits of Advertising I 

* Advertising tells jcfonsumers of new 
goods and services. ' , 
Advertising tells consumers of new 

uses for known, products. 

* Advertising tells ponsumers where they, 
call buy Specific goods an<t services. 

* Advertising tell? consumers the. prices 
of gopds and -services r . 

* Advertising reduces<^ the cost of news- 
papers and magazines to readers* 

^Advertising pays the cost t)f radio 
and televlsjoa programs. ^ 



I Criticisms of Advertising 1 

* Some advertising is misleading and 
downright deceptive. 

* Much advertising createis consumer dis- 
satisfaction and encourages spending. 

^ Some advertising promotes products that 
are either positively or potentially harmijul. 

* Some advertisements use famous people. 
Many consumers are unaware that such * ' I 
people are paid money to say what they , | 
do and probably don't even use the. product. 

* Much advertising Is useless because it-^ 
•doesnH give useful, re Viable informatii 
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ADVERTISING APPEALS . 



\1 



Advertisers have found that it's more effective to appeal to your emotions than % 
your sensie of reason or logic. Since they're in the business to' get you to buy, ^ 
you can be sure they'll use the 'most effective means of advertising. Advertising 
uses many appeals. Some of'the more basic emotional appeals are listed below. 
Advertising appeals to your: > 



* desire to be liked an^^accepted. 

* desire to be attractive, especially to 
the ..opposite sex — in other words, 
sex -appeal. 

* interest in the new arid different. 

* desire for pleasant associations. 

* fears and feelings of insecurity. 



* desire to, be j'in" or popular.. 

* desire for success and indepenq|rrce. 

* ego and vanity. 

* desire fo"r status. 

* desire for bargains. 

* desire to prove parental love and 
responsiljillties (adults). 



You may find-other emotions, hidden desires or even fears that influence your 
selection of goods and services. Think for a moment, Why do you buy mouth wash 
or tooth paste or deodorant? Why do you buy the brand you buy? Emotions, hidden 
desires and. fears do influence our purchjases. This isn't p.articularly bad. The ^ 
Important thing is to understand the reasons you buy the products you do. Somettnles 
we pay more than we should or buy things we don't really need when we don't undjer- 
stand .our r«*sons for! buying. 



INTELLIGENT USE OF ADVERTISING 

«. , _ • 

As a teen you are the target Qf muctj advertising. To intelligentl' 
you should; . . ' ' ^ 



ise advertising. 



* realize the goal pf advertising is to 
sell a product of a service. 

* learn to recognize the approaches used 
in advertising. 

* learn how to read-between- the- lines to 
obtain usefur information from ads. 




TNIN^ 

You can s^ect 3 of the 5 following adnvities to 
separate sheet of paper and attach t/this page, 
learn mpre about this lesson. If yjni would like, 

1. U^e the various types of ad 
learn more about advertising a 
Make a' list of at least 30 a 



realize tha^ds tell you about only 
the deyi^le qualities,.^ a product. 
reaU^that puffing>r exaggeration 
i^j^ten used in advertising, 
nderstand the reasons you buy certain 
products. * ^ 



do. Write your answers on a 
These activities wilL help you 
you can do all the activities. 



cials. Categorize each ad 
Its advertising appeal. 



Ha to 
feals. 
or conwer- 

fcording to 



Classify each as either: offensive* 
annoying, informative, enjoyable, or 
none of the.ab|ve. If "none of the 
a^ve" giveg^ feelings about the 
ad. C 



Z. List several produci 
celebrities. Does whi 
sayl^bOQt the producj 
attitudes? 



advertised by 
the celebrities 
influence your 



4, Save all direct mail ads for 2 weeks, 
figure the cost o1^ postage. List each*' 
item aWertised and the cost. How mtich 
wpuld- have been needed to buy everything? 




3» List the piroauct .in ill the coitroerci-^ 5, Do you think things are advertised that 
•8|ls you eitheniVatch on TV gr hear on shouldn't be? List the items, the media 
ithe radio dujCng a 4 hoiir period. ° u$ed for 'advertising, and give your reasons. 

PrtpuMi by: 
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UMPIEN WAYS TO SHOP 



Going Shopping? Where? Why? There 
are umpteen different ways »to shop. 
People shop in different ways because 
•they are different. They have different 
wants, needs, and attitudes. 

You!d think something like trousers 
would be simple to buy. BuJ it's not 
quite that easy. First, you'll need 
to know if they are for a boy or .a girl. 
.Are they for church or play? When do 
you need them? 

Some, people buy by' mail. They may see 
,a picture in the newspaper, magazine, or 
on TV. An ad may come in a letter. It's 
easy to buy by mail. Of course, you ^ 
can't be'100% sure of the fit,^ quality 
of material and workmanship, or - when 
you will get your order. 

You can flip throught the pages of a 
mail-order catalog either at home or in 
the store. No one pressures you to buy. 
You must read the description. Sometimes 
they just don't look or fit like you 
thought they would. Alsio, you must wait 
a few days for them to arrive. 

You may dial your order. \ Some stores 
allow you to order by phone and the mer- 
chandise win be delivered to your home. 
This can be convenient but you only know 
about this one product. You can't com- 
pare it with others which kre fpr sale. 

A salesman may come to your door. ^ He 
may have the merchandise with him but 
usually he only has a sample to show 
you. He places an- order for you. You 
.still have to wait for delivery. When 25 
It arrives, it may not be exactly like 



the sample you saw. 

Some things* are sold at parties held in 
homes of .friends or neighbors. Since 
others are buying, you may feel you 
should too —so that your hostess can. 
win her prize for 'having the party. 

If you go out to shop, you will find 
many kinds of stores. Since buying is 
in the store, let's 'call this "in-store^' 
shopping. 

Some stores specialize in one type of 
merchandise. For example, men's wear, 
women's clothing, shoes, sports equip- 
ment, etc. These are called specialty . 
stores. 

Department stores bring together many 
specialty stores under one roof. E$ch 
of these specialty stores is called a 
a department^ Department stores offer 
a wide j/i^riety of merchandise* 

Botiques are specialty stores which 
specialize in the unusual. They are for 
people who want the "in" things or 
"way-out" fashions. They carry things 
not usually found in other stores. 

^D^^scount stores specialize in "bargaih 
princes." Some bargains may be found if 
yoQ know how to look for them. You will 
have /to serve yourself and be your own 
salesman. 

"Factory .Outlets" usually are places 
where manufacturers spll directly to thte 
public. These. usually are late-in-the- , 
season items or seconds. Sometimes, 
"factory outlets" are operated by persons 
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who buy seconds, broken lots, and 1ate- 
in-the-season items from manufacturers 
and sell them to the public. By care- 
ful shopping, jrou may find bargains. 

Shopping* on whee^ls is gaining in popu- 
larity. prive-i,n eating places, banks, 
cleaners,- and movies allow you to shop 
without leaving your can.. 

Shopping centers oroyide a number qf ; 
individual stores in one central Ipta-^ 
tion. In some olaces all of these 
stores openiihto a mall. This allows 
the shopper to move from storfe to store 
at a comfortable^ lei'surely pace. 

Yet, tbere are even more wc(ys to shop. 
This^s because people have:sojnany 
interests and needs. . * 



When a person has several usable items 
which' are no; longer useful to him, he may^ 
have. a garage sale. The' shopper may 
just find a bargain if he knows his needr 
and can recognize quality. ' 

CI ass if jj^ ads a^re used by people who 
have t<#rtgs which they want to sell. 
This is another place to look for bar- 
gains. • . . ' 

, There are stores which' handle second 
hand. merchandise. Some of these have 
usable merchandise donated to them to 
repaired by handicapped workers! Thei 
prices usually arje low and „they sometii 
^Qffer real bargains. There are^other 
stores which buy and sell used^mterchani 

- cljse, for example; furniture, applianci 

•and cars.f ' * \V 




WHY PEOPLE SHOP WHERE THEY DO 



I 



Some people choose a store 
because of its low prices . 
They hunt for bargains. 



Some shoppers choose a store' 
because they^ can get. in. and 
out quickly.' It saves them 
time. 

Some shoppers choose a store 
because of its location . I^ 
is convenient and easy to 
reach, they don't ^eed much 
transportation. 




Prestige or status is important 
to somfe shoppers. They need • 
reassurance ahput their taste. 



Some people will go out- of theiri 



way to 
i tems . 



find unique or unus 



u'al 




THINGS TO DO 



Courteous and friendly service 
is the reason why many jp^opl e 
shop where they do. / 



Some shoppers ch^o^sg^^to shop at 
stores where thei<^^ use' credit . 

Write you ansv<ers-on a 



You can select 3 of the 5 following activities to do _ _ . _ 

separate shefet^f paper and' attach to this' page. 'These activities wi^^ help you 
learn more^out this lesson. I| you would like, you can do all. the activities 



1. Take a" look at your favonite shopping 
coiTOunity- Identify two of each of the 
following types of s^tores: . ' ^ 

* department store^ *discount stor^e 

* specialty ^shop ' ' *boutique 

2^ 'Name 5 items you We thought recently. 
Give the name of the store and identify' 
,xhe type of store it is. Li.styour rea- 
son for making the purc^hase^ at t>ia*t ^tflfe. . 

. . ' ' ' ' ' / ' m ' 

; , . v^*, ****** 

* , . Prepared by: 



3. Which ij your favorite store for mak- 
ing purchases? Explain why. 

4. Which is your least favorite store for 
making, purchases? Explain why. * 

S*. Do you. have a tendency to biiy from the. 
salnfe stores 'as your friends? Would you 
rate this tendency as always, sometimes,^ 
or never? Explain briefly. 



* 
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Merchants provide consumers with a valuable service. They assist with the niovemenT: 
and transformation of products from raw materials to a consumable form." During 
this process, three kinds of value are added to merchandise. 



FORM VALUE 

This is the value added when a product 
is converted from raw material into a 
more convenient form for t^e consumer* 
Few of us have^y desire to buy a live 
chicken for djfnner. We prefer it slaugh- 
tered, cleaned, and ready to cook. 

TIME VALUE ' 

This is the value merchants ardd by buy- 
ing and holding merchandise in storage 
-until it's needed. Merchants have to 
plan ahead to provide for our wants and 
needs. For example, merchants buy win- 
ter clothes in July when we consumers 
are still thinking only of swim wear. . ' . 

These services are part of the American marketing system. We stould realize that . 
merchants Invest moneys, time, and energy into providing such services*. These ser- 
vices do increase the cost of the Items we buy. Tliat's the rea/son you pay more 
for a record than the cost of the plastic of which i*t is made. 



If the meri^hants didn't do this we migit 
be freezing in our summer clothes when; 
we needed to be buying winter clothes. | 

PLACE VALUE 

The merchant provides a place where thp 
consumer can conveniently inspect and i 
select merchandise. Merchants spend 
money for buildings and display equipment 
so that you can see an item before you 
buy. They alsd spend money for sales 
people to help you in your selection.! 
Imagine wantirig a new outfit of clothds 
land not being able to look at the clothes 
or try thism on for fit! 



PRICES 



Often a consumer's only concern about* prices is "What does it 'cost me? To be 
informed consumer, yoa need to understand what factors influence prices. When 
determining the price of merchandise, consideration must be given to many costs. 
Some of them include: |' 

* Th^-cost of materials from which an 
1t^7is made. ' , . ' 

* the-xost for labor used in manufactur 
ing, stiorage, and selling. 



an 



* the cost of the. research necessary^ 
for product development.^ 

* The cost of overhe.ad including rent, 
electricity, equipment, taxes, Snd 
insurance. 
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The cost of services offered by mer- 
chants like delivery, parking, check 
cashing, and credit. 
The cost of transportation, 
■phe cost of merchandise that didn't sell 
The cost of advertising and promotion. 
The cost of losses due to theft, mali- 
cious mischief, soiled or damaged 
merchJidise, etc. 
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These factors determine what the merchandise actually costs the merchant* ' To this a 
profit must be.added.^ Free competitive enterprise can't survive without a profit. 
You might think of profit as the interest paid on moneys invested in a business. 

Most consumers know that the price of an item may vary from' one store to another* 
There are several reasons for these variations. " . * - 



* Tha^^^e may be a^^difference in the ser- 
vrces offered by the stores.' 

*J^e item may be on sale or used as a 
\ loss leader. Merchants sometimes sell 

- one item at cost or below to attract 
customers. 



Comparisons may show that even ^hoiigh ^ 
one product is sold at a Ipwer P;rice 
in a store, another product may be 
sold at a higher^price in the same store. 
A merchant may have gotten a good price 
on an order of merchandise. 



PROBLEMS 



Ju^tras not all merchants are honest, 
neither are all consumers. Some deliber- 
ately steal merchandise or destroy pro- 
pelrty. Such actions add to the cost of 
me!rchand4sing and increase retail prices. 
Theft usually falls into one of three 
categories. 

* Profit — merchandise taken for resale. 

* Revenge — stealing to get even with a 
merchant for some real or imaginary 
grievance. 

* Fun " stealing for the excitement. 

Returned' merchandise is another problem 
area for both merchants and consumers. 
Problems occur when consumers fail to 
read instructions and damage an article 



by improper handling or. operation. Then 
there are customers who return items, 
particularly clothing, after using and 
expect a full refund. 

Guarantees and warranties create problems 
especially when they're vague and indefi- 
nite or when they're not understood by 
the consumer. Misunderstandings also 
occur when a salesman gives the wrong 
information about a guarantee. 

Service provided by merchants can also 
create problems when it's poor or non- 
existent. This is the reason it's wise 
to check the reputation of the service 
department before buying items likely 
to need service. 



BE A SMART SHOPPER. COMPARE .COSTS, GUARANTEES, AND SERVICE BEFORE BUYING. 
ING TO THE COST OF MERCHANDISE BY INCONSIDERATE ACTS, BUY ONLY FROM REPUTi] 



AVOID ADD-. 
-E RETAILERS. 



THINGS TO DO 



You can sele 
parate sheet/!of 
more about this 



of the 4 following activities to do. Write your answer^ 
aper and attach to this page. These activities will helj 
ssop.^Tf you would like, you can do all the 




1.. Choose 3 items for price comparisons . 
at. 5 different stores. Make sure they are 
the same make or brand. Suggested items 
include a camera, popcorn popper; portable 
TV, suntan lotiort, hair spray, etc. Rfe- 
cord your findings. Discuss some of the 
reasons for the price variations. 
2. List 4 items that are. marketed without 
changing their original form. 'What mar- 
keting steps are necessary to get each 



le activities^ 
ultimate' corf§ 



)n a se- 
you learn 



imer? 



product to. the ultimate corfSl 
3. List 4 items that are qu-tfte different 
than the original materials /from which 
they are made. Explain th^jsteps that 



were necessary to change 
its present form. 
4. .List 4 items that are 
a specific season. ,Find 
what happens to these ite 
sold during the season' net 



:h item into 

^ed only durlTjg 
it and explain 

if they're not 
led. 



it -k it if it 
?rfpmd by: 
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CASH OR CHARGE? 

Our epononiy is sometimes referred to as a "credit econofny". Although most users 
of credit are adult consumers, teens are extended credit and encouraged to use it 
by some retail establishments. Some teens use their i)arents' credit accounts. 
Others have accounts of their own. As a consumer and one of tomorrow's adults 
you need to understand , the role of ^credit in the marketplace. 

CREDIT PRICE TAGS 



Credit costs you money. You should know how much credit costs before you Mse itr 
To find out how much credit costs, you should logk at the price tags. Credit > 
They are called the finance cha^^^e and the annual percentage rate*->^ 



two price tags. 




The finance charge tell$ 
you how much money you 
are paying for credit.* 
This is a cost you pay , 
only when you use cre- 
dit. A cash customer 
does not pay s finance 
charge. 



The annual percentage 
rate tells you the true 
annual rate of interest 
for credit. The annual 
percentage rate is like 
a yardstick. It helps 
you compare the cost of 
credit at several places* 




THE PROMOTION OF CREDIT 

Credit is promoted extensively through newspapers, radio, TV, direct mail and sales 
clerks who invariably ask "cash or charge?" Below are some typical Credit promotion 
messages. YouMi find them appealing — untjll the logic is applied. Most ads,_9re 
not guilty of lying; rather, they commit the "sin of omission**. 



"CREDIT GIVES YOU GREATER BUYING POWER!" 
Don't believe it. The ultimate effect is 
to decrease your buying power because of 
the typical 18X or .more per annum that 
you pay to finance cre^lit purchases. 

"MONTHLY PAYMENTS ARE LOWER!" 
This doesfl't mean a lower fInancQ. charge. 
It merely means that you take longer to i 
pay, which, In turn means that you^ pay a , 
higher total finance charge for using 
credit. 29 



"LIBERAL CREDIT .TERMS!" 
'Usually means more expensive credit, tenrts. 

"Na EXTRA CHARGE FOR MONTHLY. PAYHENtS ! " 
This can be interpreted to mean that the • 
'charge is already added into the cost of 
.the item. Credit does cost money. 

"NO DOW^'PAYMENT!" 

This is no real favor since the f-^nance 
charge will be higher because you use more 
credit for a longer period of time. 
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SOME REASONS MERCHANTS WANT CUSTOhERS TO USt CREDIT 



Credit helps develop customer Ibyalty to 
a store or a product. Stores say that 
creHjt customers are their customers 
whh\ cash customers are anybody's^ cus- 
tomers. You may have heard, someone say 
that they^have to go to a certain store 
for the things thefy need since they have 
that store's credit card ^nd are short 
on cash. 



Credit' is a convenience for many consumers 
It eliminates the need to always carry 
a lot of cash* 

Credit lessens customer sales resistance. 
Only $5 a month sounds so much better than 
$601 This helps merchants sell ;more mer- 
chandise, too. 



CONSIDERATIONS FOR USING CREDIT 



There a^e both advantages and disadvantages to using credit. To be an intelligent 
consumer^ you must understand both and then use credit to your advantage. 



ADVANTAGES 



DISADVANTAGES 



* You don't need to, carry large sums of 
money with you when youVe shopping. 

* You can ujse the goods while you're 
paying for them. 

* Buying on credit can help you estab- 
lish a good credit rating. This wilj 
help you get credit in the future 
when you need it. 

* You're able to buy items that you 
couldn't afford to purchase from your 
current income. 

* Credit cards that can be used at sev- 
eral places allow you to pay for many 
items in one lump sum. • • 

* Monthly statements of itemized pur- 
chases may help you in keeping records 

^ of the money you ^spend. 



Credit costs you money iti most cases. 
You're more likely to overbuy or buy 
on impulse when you don't have to pay 
cash' immediately. 

You may not keep track and know the 
amount you've charged until yg^r bill , 
comes. Sometimes it's a big shockl 
Credit diecreases your buying power. 
The amount of money you have to spend 
is decreased by the amount you pay 
for credit charges. 
You commit your future income when 
you buy on credit. • ^ 

You may tend to shop in only those 
stores extending you credit. You may - 
not comparison shop. As a result, you 
may pay higher prices for some things. 



THINGS TO DO 

You can select 3 of the 4 following activities ta do. Write your answers ort a se- 
parate sheet of paper and attach to this page. These activities will help you learn 
more about this lesson. If you would like, you can do all the activities, y 



1. Find 2 stores that extend credit to 
teens. List the terms lof the tee« cre- 
dit — credit limit, annual percentage 
rate, requirement of parfental signature. 

2. Collect 3 different advertisements 
related to credit. Write your thoughts 
about" the good and bad points of each. 
Are there any '\sins ^ omission"? v 

3l Pretend you^re financing a portable 
TV. Select exactly whai you'd like. i 
Find out the annual percfiintage rate and 



finance charge for , financing by the . 
store, a bank, and a small loan company. 
What did you learn? 
4. Survey the windows of 20 business 
establi'siwents for signs to inform .custo- 
mers of the type of credit available^ 
Look at motels, restaurants and gas ^ 
stations as well as stores. List your r 
findings.^ Discuss the reason businesses 
display signs to inform, customers of the 
types of credit available... 
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^ ' CONSUMEfM^SPONSIBILITY FOR TEENS 

You areT'consumer of Cany goods And services. If you're like most teens, 
you're just beginning to develop some good shopping skills. Along with the 
development of shopping skills and the rights that conjr with being a consumer, 
there ^re certa.1n responsibilities. 



BE AWARE OF YOUR ROLE AND FUNCTION 
IN THE ECONOHY 

Anyone can spend money. That doesn't 
take any special skill. But a respon- 
sible person knows that In spending 
his money he, along with other consu- 
mers. Influences what will and will 
not be produced. ^ 



BE HONEST. IN YOUR BUSINESS AFFAIRS 
Another of your consumer responsibi- 
lities Is to be honest In all your 
dealings. You have a responsibility 
to call attention to errqfs which 
are to your advantage, as well as 
those errors .which are to your disad- 
vantage. 



PERfORM EFFECTIVELY 
You need„ education and Information tb 
perform isffectlvely. You also need 
to be able to think, to compare pro- 
ducts, and to make choices that are 
best for you". 



AyOID NEEDLESS HASTE ' 
Manx of our resources are limited; 
$Oi)e are Irreplaceable. As a respon- 
sible consuner you must recognize 
your responsibility to avoid needless 
waste of natural and human, resources. 



I 



AVOID EXPLOITATION OF OTHERS 
You have a right to buy goods and/ 
services that are produced most effi- 
ciently. At the same time, you nave 
the responsibility to pot buy prbducts 
whose production exploits* others/. 



PROTEST DISHONEST AND UNETHICAL 
PRACTICES ^ 

In a free society consumers have both 
the right and the responsibility to 
protest dishonest and unethical prac- 
tices. It takes time to write such 
letters to irresponsible industries, 
merchants, and repairmen. But how 
else will they know that you are 
aware of what they're doing and that 
you don't like it? . 



LEARN ABOUT CONSUMER PROTECTIONS 
You have the responsibility to know 
about the various agencies and organi- 
zations established to protect you 
as a consuner. You also have the 
responsibility to keep informed on 
consumer laws and prospective consuner 
legislations. 
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THOUGHTLESS OR CARELESS ACTIONS 
THAT INCREASE PRICES 

There are" a variety of thoughtless or careless actions that Increase the costs,' 
of doing business. These costs'. In turn, are passed on to all consuinitrs In 
the form of higher prices. Some of t^i^most comnon actions that Increase prices 
are discussed below. Hopefully, yoif'll never be guilty of such things. 





ABUSING OR DAMAGING' 
ICRCHANDISE' 

Such things as lipsticV 'smudges, 
broken zippers or Jost buttons are 
caused by carelessness when trying on 

?annents. At the supermarket thought- 
essness can be seen In over-squeezed 
fruits and vegetables, opened jars and 
packages and Items not wanted left In 
various out-of-the-way places. >Such 
Inconsiderate acts are coninitted by 
consumers who are thoughtless. The 
losses must be made up in higher pri- 4 
ces that ^ou have to p*Y^ y/»' 




ABUSING OR MISUSING I 
EQUIPMENT AND PROPEF 
You abuse property when you litter any-, 
where. Cleaning up after thoughtless 
lltterers Is expensive for stores as 
well as for public property. Sotie 
.travelers who stay In motels abuse the 
furnishings through carelessness. 
Shopping carts are an item often abused. 
How often do you see shopping carts 
left in parjcing lots? Since they cost 
about $40, they're expensive items to 
leave where they, can be damaged. 




TAKING ITEMS YOU 
HAVEN'T. PAID FOR 

American business lose about 3t of 
their total sales each year due to 
theft. This type of dishonesty takes 
many forms fron stealing an itain out- 
right to switching price tags. Theft 
Increases the cost of doing business 
and. results in even higher prices 
for you. ' 



RETURNING ITEMS 
WITHOUT A LEGITIMATE REASON 
Have you known someone who wore a 
garment one day and returned it the 
next? Returning merchandise Increases 
I marketing costs. To help keep costs 
down, return items only for legitimate 
reasons, f 




WRITING BAD CHECKS 
It's estimated that on the average 
stores receive . 10 bad checks a week. 
This results 'in an average annual 
/loss of $3,300. Losses due to bad 
'checks must be passed on to consumers 
through increased prices. 



THINGS/ TO DO 



C 
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You can select 2 of the 4 following activities to do. Writfryour answers on a 
separate sheet of paper and attach to this page. These activities will help you 
learn more about this lesson. If you would like, you can do all the activities. 



1. Make a list of six ways you, can 
avoid needless waste of resources. 

I. Hake a list of six thoughtless or 
careless actions you've observed 

.people cioiitg that Increase prices. 

j 

3. Visit the parking lot of a big super- 



market during an afterneon. Count the 
number of shopping carts left In the lot. 
What Is the value of these carts? 

4. Hake a list of the abuses you find In 
In your school and school equlpinent. 
Learn about the costs of repairing such 
abuses. 



Prtpartd by; 
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THE METRIC SYSJEM 



What do Barbados » Burma, Ghana, Jamaica,^ 
Liberia, Muscat and Oman, Nauru, Sierra 
Leonne, Southern Yemen, Tonga, and Trini- 
dad have In corrmon with* the United States? 
These are the only countries In the world 
which are not conmltted to the metric 
.system. The U.S. Is the only Industrial 
nation not using the metric system. 

• 

Our measurements system was brought to 
the- U.S. from England by the colonists. 
Some of our units of measurement probably 
originated from body measurements. For 
example, the length of a king's foot be- 
came the standard for 1 foot, and a yard 
was the distance from your nose to your 
finger tips. When America Was settled 
England had thp jaest system of measure- 
ments In the wdr-ld. This system however 
has many different terms, with no consis- 
tent relationship between them, for example. 



Inch, foot, yard, acre, mile, etc; Eng- 
land, where our system originated In now 
changing to the metric system. 

The metric system originated In France In 
the late 1700s. The U.S. and England were 
Invited to attend tllt.conftrtnces whtn It 
was organized but did not go. The metric 
system uses units found In nature as Its 
.basis because they never change. For ex- 
ample, 0 degree, centigrade Is the temper- 
ature at which water freezes and It bolls 
at 100 degrees. Units of the metric system 
are divided Into 10, just as our money sys- 
tem uses a divlsyion of 10. 

Most experts ftfel the U.S. no lt)nger has 
the choice of whetfier or not to convert to 
the metric system. The only choices left 
are when to change and how. For economic 
reasons It Is necessary. 
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WHAT WILL THE CHANGE MEAN 

Changing to a new system of measurements will not be easy. There wITl be new terms 
to learn. Instructions and repair manuals will have to be," rewritten. Replacement 
parts of both English and metric measurements will have to be stocked for several years. 
Many familiar terms will no longer be used. You will buy milk by the liter, sugar 
by the kilogram, and fabric by the meter. When we convert to the metric system most 
things win be labeled with both English and metric measurements. This will make it 
easier for people to learn the ne)/ system.' After a time the English measurements will 
be dropped. In Ohio, California, and Florl^ia, some highways now have speed limits 
posted In kl.lometers and In miles. • z 

Americans are not strangers to the metric system. ' Since the mid-1950s our medicines 
have been manufactured by metric standards. Cars. and motorcycles Imported Into the 
U.S. requlire metric too.l^ and replacement, parts, Such electronic terms as ampere, 
volt,'yatt', and hertz are units, of the International metric system. The metric system 
Is used for sports events and to build competition s lie swimming pools. American skis 
are sold In centimeter sizes. The wiiith of photogr^ap^lc film ,1s expressed In millimeters. 

' . ■ \ 1 ■ ■■■ ■ 

' Florida CooptnUvf CxUntion tttvkU ^. 

tnitituu ot Food und AfricultunllSeitiko • ^ . * 

Univfttity ofUoridA, GftinttVlUt |^ 
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TERHS TO' LEARN 



USING THE METRIC SYSTEM 



The metric system has only a few terms. 
Once you get the hang of it, the metric 
'system is simpler and easier to use. 
This is because everything is figured 
in miiltiples or fractions of 10^., 

There are three basic terms used to 
Indicate length, weight" and volume. 



Below is a table of lengths which 
illustrates how the size of each frac- 
tional or multiple unit is indicated 
by attaching a prefix Jlp the name^of 
the primary unit. Vou can make simi- 
lar tables for the gram and liter. 



meter - length' 
gram - weight 
liter - volume 
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To indicate larger units of length, 
weights and volumes, the following 
four prefixes are added to the three 
basic terms Jisted above. 



1 millimeter (mm) 

1 centimeter {cm| 

1 decimeter (dm) = .1 

^ meter (m) = T.O 

1 dekameter (dkm) « 10 

1 hectometer (hm) « 100 

1 kilometer (km) = 1000 



.001 meter (m)' 
.01 m 

m 
m 

• m \ 
m 

: m 



METRIC-ENGLISH EQUIVALENJS' 



deka 
hecto 
kilo 
nnyria 



10 
100 
1000 . 
10,000 



Below is a table containing a few 
equivalents for you to use. 



To indicate smaller units of length, 
weights and volumes, the following 
three prefixes are added to the three 
basic terms. 



deci 

centi 

milli 



1/10 

1/100 

1/1000 




meter 

•centimeter 
kilometer 
kilogram 
liter . 
yard 
sfoot 



Anch 
1 mile • 
1 pound 

1 quart (liquid) 
X quart (dry) ^ 



39.37 inches (in) 
.3937 inch (in) ; 
.62 mile (mi) 
2.204 pounds (lb) 
1.057 quarts (qt) 
.914 meter (m) 
30.48 centimeters (cm)M 
2.54 centimeters (cm) ^ 
1.61 kilometers (km^) 
453.6 grams (gm) 
.946 Titer (1) 
1.101 liters (1) 



THINGS TO DO 



You can. select 3 of the 6 following activities to do. Write your answers on a 
separate sheet of paper and attach to this page. These activities will help you 
learn more about this lessorf. If you would like, you can do all the activities. 



1. Determine your weight and height in 
metric terms. Also determine the dis- 
tances to 3 cities in/lonida. » 



of ^e I 



2. What are some of the hous4>old mea- 
suring devices that will have to be 
replaced during the pet^iod of conver- 
sion to the metric system? 

3. Look up the history and the basis 
of the metric system in the encyclo- 
pedia. Write a-^brief report of what 
you learn. 



4. List as many' English units of mea- 
sure as you can. Give the relationship 
of the units of length, weight and^ 
volume to each other. Try to think 
at least 12 units of measure. 

5. Find out about t^e latest legisl'a 
tion related to the metric system. 

6. Using a map of the world, identify 
.the 12 countries where the metric sys- 
ttm is. not the official standard for 
weights and measures. 
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SHOPRNG. SKILLS 

You can expect to earn over $350,000 during your lifetime.- Not only will you 
earn this much — you'll spend this much. You need to b'e an informed consumer i 
capable of mcking wise shopping choices if you're to get your $350,000 worth. \ ^ 
The development of sharp shopping skills is not easy. However, such skills do 
enable you t6 get more of the things you want with the money you have. 

The development ol" shopping skills takes time,-- years, in fact. That's why now-, 
during your teen years, is a good time to begin developing these skills. It may 
surprise yoili, but there are many adults who could benefit from a refresher cpurse 
on shopping skills. Below are some golden rules and sJ;iopping sins. Study 1:hem 
and see if you can think of times when someone you know ha's followed the rules or 
committed the sins listed. 




GOLDEN yRULES 
OF SHOPPING 

^^di] only with reliable sellers and 
business organizations. A merchant who 
"^stands behind his products and services 
is your best assurance of satisfaction, 
quality, and fair prices. 

* Bead and keep labels, seals, hang tags, 
and instruction booklets. Ask questions. 



SHOPPING SINS 
TO AVOID 




too. You w.ill need all the information 
you can get on the performance, use and 
care Of items you buy. 

* Check guarantees and warranties. Find 
out What is promised ~ who stands be- 
hind the promises ~ what responsibility 
you must accept to benefit from a guar- 
antee or warranty. 

* Shop and compare to find the best va- 
lues^ Make comp^sons on- everything ^ 
tfiat's important in a purchase — fea-;^ 
tiires, overall quality, prices /charges 
for installation, delivj^ry, credit, serr 
vicingi guarantees and warranties, store 
policies. 



* Avoid "s purchasing". A spur of the 
moment decision to buy an item may cause 
you to spend your money on things you 
don't really need and may not want later. 

*^ Don't bean "in-outer". When you try • 
to buy everything that's "4n^, you usually 
end up "out" bf money. 

* Avoid spending your mpney for worthr 
less things, that wi.ll just collect dust 
or end up ih the back of your closet. 
Such "empty spending" benefits only the 
seller. . 

* Avoid "double-buying". This is "the 
needless duplication of buying items 
that are used wrong and damaged or lost. 
How often have you ever had to double- 
buy items? 

* Avoid paying more than you •have to . 
for purchases. When you buy an item, 
aad pay the price, you are, casting a vote 

35for that product to- stay on the market. 
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Read ""afnFunderstand contracts f.ully ^ 
before signing* Contracts can be fen- 
forced in courts, of law. Know what obr 
ligations you're accepting before you 
sign any agreement. , 

* Consider the time, e^nergy, and money 
required to' shop carewlly for different 
items. Sometimes the amount you save by. 
careful shopping isn't worth the cost to 
you ifi time% energy and shopping expen- 
se* such as parking, gas a|id other trans- 
portation costs 



* Avoid the "something-for-nothing'' 
gimmicks. Free gifts or bargains that 
are too. good to be thie are only bait 
to get your money. Merchants are in, 
business to make a profit i Without 
making a profit, they go out of busi-. 
ness. So, expect to pay a fair and 
reasonable price for goods and services. 

* Don,'t buy an Item or a brand simply 
because it*s expensive or to impress ^ 
others. "Snob appeal" buying isn't 

the wisest use of your money* 



WHY DEVELOl> GOOD SHOPPING SKILLS 



* The skills you^develop now wfU serve supermarket and more are being added each 
you as an adult. month* 



* Good Shopping skills are of as much 
value as an increase income. 

* Consumer purchases collectively deter- 
mine which products will stay on the mar- 
ket and which ones will be taken off. 

* The knowledge to make intelligent deci- 
sions is necessary in a marketplace with 
a seemingl)^ endfess selection of pro- 
ducts. For example, there are over 
8,000 different items available fn a 



* By developing an,d improving your shop- 
ping skills, yocTll .gain mdre satisfac- 
tion from your ^-eSent expenditures/ 

* Our mark^ing system is going^to be- 
come more complex. The use of^ multi- 
purpose credit is expanding-.' We're mov- 
ing toward a "checkless — cashless". ^ 
economy. In the future you candook for 
funds to be transferred directly from 
your account to the seller's account.^ 
Checks and cash won't be needed.: 



Each of us has unlimited wants. However^, oiir supply of money is limited. Thus, 
we- must make choices from the many products available. To make the best choices/ 
PLAN BEFORE YOU BUY GET RELIABLE INFORMATION COMPARISON SHoK 



THINGS TO DO 



You can select 2 of the 4 jDt^TlOfting activities to do. Write your answers on a 
separate sheet of paper artel attach to this page. , These act^ivitles will help you 
learn more about this lesson. If you, would like,' you can do all the activities. 



1. Make a list of 2 things you'd like to 
buy (over $20). Tell how you? "can find 
out all about each item before you buy. 
List thfe stores where you can comparison 
shop for the items ^ 

2. Using the 2 items listed above, com- 
parison shop in at least 4 stores for 
each item. List^our comparisons of 
prices, quality, features, guarantees** 
warranties, . store policles,^ etc. Where 
would you choose to buy each and why? 



Make a study of , sources of consumer 
information — 'both reliable and not-so- 
reliable. List and tell the 'advantages 
and d;l sad vantages of each source. 

4. List 2 items either you or your family 
. has i)Ought recently (over $20). Tell . 
why each was purchased. Tell What shop- 
. ping rules were followed and if any 
shopping sins were committed. ^Tell if ^ 
the purchases have been s^atlsfactory and 
igive reasons why. 
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